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Table 3.11: Research adopting Social Exchange theory 
No. Author/s Region/ 
countries 
Methodology 
employed 
Variables used Research findings 
1. Anderson  
(2002)  
Canada The combination 
of over 100 
matched buyer-
supplier dyads 
with a 
comprehensive 
survey of 
relationship 
constructs 
 Demand planning 
 Category strategy 
 Supplier strategy 
 Buyer-supplier 
relationship   
- The study found that in global supply chain, buyers 
and suppliers have significantly different perceptions 
of their relationships across a range of dimensions.   
- The Social Exchange Theory is applicable for Supply 
Chain Management and can be a valuable instrument 
when analyzing buyer-supplier relationships 
2.  Uzzi and 
Gillespie (2002)  
USA  Interview  Network partner  
 Debt management 
 Commitment  
- Exchange relationships influences economic activity 
- Focusing purely on network structure, however, may 
inadequately explain how exchange relationships 
function by assuming that “a tie is a tie” 
3. Chao et al. 
(2013) 
Taiwan Self-report Survey  Relationship 
tenure  
 Trust 
 Commitment 
 Future Dealing 
 Communication 
Perceived 
benefits   
-  Both communication and perceived benefits had positive 
effects on trust.  
- Trust had a significantly positive effect on the future 
relationship, whereas the effect of commitment was non-
significant.  
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Table 3.11: Continued 
No. Author/s Region/ 
countries 
Methodology 
employed 
Variables used Research findings 
4. Ambrose,  
Marshall and 
Lynch  
 (2010) 
Ireland Survey 
Questionnaires  
 Trust 
 Commitment 
 Power 
 Communication 
  Uncertainty 
 Performance 
- buyers and suppliers have significantly different 
perceptions of their relationships across a range of 
dimensions. 
5. Sierra and 
McQuitty 
(2005) 
USA A cross-sectional 
questionnaire  
 Inseparability 
 Shared 
responsibility 
 Emotional 
response 
 Service loyalty 
- Due to the inseparable nature of the consumption and 
production of services, there is a natural social 
exchange between service employees and customers. 
- Support was found for the predicted relationships 
between inseparability and shared responsibility, 
shared responsibility and emotions, and emotions and 
service loyalty 
6.  Holthausen 
(2013) 
Netherlands Literature review   demand 
planning, 
 category 
strategy, 
 supplier strategy 
 awarding 
- The Social Exchange Theory suggests that 
establishing a long-term relationship through 
increased trust and commitment, which are major 
variables within the theory, will outweigh the costs of 
supplier management. 
- Hence the SET is a valuable instrument for purchasers 
in order to improve the buyer-supplier relationship 
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Table 3.11: Continued 
No. Author/s Region/ 
countries 
Methodology 
employed 
Variables used Research findings 
7. Kari  (2014) Finland multiple-case analysis 
from 43 in-depth 
interviews 
 Buyer supplier 
attractiveness 
 Value 
 Perceived trust 
 Dependence 
- The self-awareness of the determinants of 
attractiveness, use of power-balancing mechanisms, 
and primacy can explain the exchange asymmetry in 
buyer-supplier relationships (BSRs). 
- The study highlights the importance of firms using 
the power-balancing mechanism in order to gain 
value from supply chain partners. The results show 
that firms can use attractiveness strategically to 
influence supply chain partners. 
8.  Sambasivan 
and Nget 
Yuen (2010) 
Malaysia Survey questionnaires 
to 109 manufacturing 
firms  
 Organisational 
culture 
 Degree of 
integration 
 Alliance 
outcome 
- Alliance firms cannot ignore the influence of 
organisational culture compatibility on the value creation 
9. Damanpour 
and Aravind 
(2010) 
India Survey questionnaires 
to 202 Indian firms 
 Organisational 
culture 
differences 
 Integration 
acculturation 
strategy 
 Interaction 
process 
 Satisfaction with 
international 
joint ventures 
- Cultural differences among partners influence 
interpretation and responses to strategic and managerial 
issues, compounding transactional difficulties in IJVs and  
affecting  partners’trust  and  interaction 
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